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Abstract 

This thesis has through a case study of the company Eriksberg Vilt & Natur AB investigated, 

using customer-oriented marketing theories, how their customers perceive sustainability. 

Subsequently, looking into promotion tools it has examined what implications the customers’ 

opinions give for the communication channels the company use. For the case study secondary 

data has been collected, a survey addressing Eriksberg’s customers has been conducted and a 

semi-structured interview has been performed with the CEO of the company. The results have 

shown that the opinions of Eriksberg and their customers in many ways are congruent and that 

customers perceive sustainability to be important, which Eriksberg do too, but also that many 

customers are not aware of the company’s work in sustainability. The conclusion is that 

Eriksberg should communicate information about their sustainability work using 

communication channels in which their customers have the ability to respond and react. 

Keywords ● Black Box Of Consumption ● Communication Channels ● Digital marketing 

● Service-Dominant Logic ● Sustainability 

Sammandrag 

Denna uppsats har genom en fallstudie av företaget Eriksberg Vilt & Natur AB och genom att 

använda kundorienterade marknadsföringsteorier undersökt hur deras kunder uppfattar 

hållbarhet. Därefter har den, genom att se till säljfrämjande marknadsföringsverktyg, 

undersökt hur kundernas åsikter påverkar de marknadsföringskanaler företaget använder. För 

fallstudien har sekundärdata samlats in, en enkätundersökning riktad till Eriksbergs kunder 

har genomförts och en semistrukturerad intervju har gjorts med bolagets VD. Resultaten har 

visat att Eriksbergs och dess kunders åsikter i många fall är samstämmiga, att kunderna 

upplever hållbarhet som viktigt, vilket även Eriksberg gör, men också att många kunder inte 

känner till företagets hållbarhetsarbete. Slutsatsen är att Eriksberg bör kommunicera 

information om sitt hållbarhetsarbete till kunder genom kommunikationskanaler där kunderna 

kan svara och reagera. 

Nyckelord ● Den Tjänstedominanta Logiken ● Digital marknadsföring ● Hållbarhet 

● Kommunikationskanaler ● Konsumtionens Svarta Låda  
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1. Introduction 

1.1 Research background 

In 1987, the United Nations World Commission on Environment and Development published 

the Brundtland Report, and with it, opened up for a discussion on the concept of sustainability 

and sustainable development, which was defined as “development that meets the needs of the 

present without compromising the ability of future generations to meet their own needs” 

(WCED 1987). Since then, sustainability has become increasingly discussed and is today a 

contemporary topic. Researchers have discussed sustainability and sustainable development, 

and have also spoken about the concept consisting of three pillars - environmental protection, 

social development and economic development (Kates, Parris & Leiserowitz 2005). This has 

further shown in the United Nations’ published goals in sustainable development, which are 

to be reached by 2030, as these include climate action, good health and well-being and the 

end of poverty (United Nations n.d.).  

Parallel to the development of the sustainability concept, focus in marketing has for the past 

few decades shifted from the companies’ viewpoint of the market, where they try to sell as 

many products as possible towards a more customer-oriented logic, in which the value of a 

product (a good or service) is instead perceived by and co-created with customers (Kotler et 

al. 2013). This reasoning has developed into a marketing strategy known as the Service-

Dominant logic (Vargo & Lusch 2004). Especially in marketing, studies (Vargo & Lusch 

2004, 2008) argue that companies need to interact and communicate more with their 

customers. This means companies have to select communication channels through which their 

marketing can reach consumers, and where the consumers in turn are able to respond, a 

suitable so-called promotion mix (Kotler et al. 2013). Rather than in classical marketing, 

where companies try to facilitate a onetime exchange, companies need to view their 

customers as resources with whom they should build strong relationships, and whose needs 

they should aim to satisfy better than the competitors (Kotler et al. 2013).  

The task of conducting marketing in line with customer preferences could be tough to 

complete, not the least because two-way communication rarely exists, but also because 

companies tend to remain in the unknown when it comes to their customers' consumption and 

decision processes (Grönroos 2006a). It is often difficult for companies, especially when they 

use classic marketing strategies, to tell what value their customers perceive from a purchased 

product (Grönroos 2006a). This has become known as the phenomenon of the black box of 
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consumption and the challenge it brings, is crucial to overcome for companies, as service-

providers, in order to understand what consumers want and through this adapt their products 

and the marketing of these (Grönroos 2006b; Kotler et al. 2013).  

To understand what consumers demand today, privately held organizations working in 

different fields, have conducted research to identify the importance of sustainable business 

practices. The Swedish trade organization Svensk Handel concluded in their yearly report on 

sustainability in trade that sustainability has become an increasingly discussed topic, and that 

companies have received growing demands from consumers to work sustainably (2015, pp. 

25-26). Their findings were supported by the global CSR (Corporate Social Responsibility) 

study completed by Cone Communications (2015), a public relations and marketing agency 

based in New York. Their study showed that consumers seek out information about 

sustainable practices before buying products, and that consumers were willing to pay more for 

products, knowing it would lead to a positive environmental outcome. Furthermore, up to 

80% of the companies Svensk Handel examined found that sustainability gave profitability, 

both in long-term and short-term (2015, p. 25). Nevertheless, as in the evolved marketing 

theories, Svensk Handel found the need for companies to display their sustainability work to 

consumers, for example through communication channels or by labelling goods (2015, pp. 23-

24). 

Looking upon the findings of Svensk Handel (2015) and Cone Communications (2015), the 

two organizations work in marketing and trade. What this thesis will turn its focus towards is 

the customer-perceived importance of sustainable business practices within the service sector. 

The thesis will apply a theoretical framework of customer-oriented marketing theories onto 

the business and tourism concept Eriksberg Vilt & Natur AB (hereafter as Eriksberg), a 

Swedish company working extensively with sustainability. Their work in sustainability 

especially shows by Eriksberg managing a nature reserve and wildlife park of 915 hectares, in 

which they help preserve several threatened animal species (Eriksberg n.d.). Meanwhile, the 

company also operate a high standard hotel and restaurant, and together, their three main 

business areas generated around 55,000 guests in 2016 (Eriksberg n.d.; Olsson 2016). 

Eriksberg have, since being acquired by Mellby Gård Holding AB in 2008 (hereafter as 

Mellby Gård), not yet shown a positive net profit (Eriksberg n.d.; Retriever 2016). Every part 

of Eriksberg’s concept is permeated by sustainability, but this is not displayed through any of 

their communication channels. This is the reason why we in this thesis will study how 
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sustainability is perceived by Eriksberg’s customers and what implications the customers’ 

opinions give for Eriksberg’s marketing. 

1.2 Purpose and research questions 

Building on a framework of customer-oriented marketing theories, this study aims to 

investigate if customers perceive sustainability to be of importance and how companies can 

communicate sustainability in their marketing strategies. By studying the case of Eriksberg 

Vilt & Natur AB we aim to gain a deeper understanding about the importance of customer 

relationships. Based on their customers’ opinions, a suggestion of how Eriksberg can 

communicate sustainability through their communication channels will be presented. This 

culminates into the following research questions: 

● How do Eriksberg’s customers perceive sustainability? 

● How could Eriksberg adapt their marketing to communicate their sustainability?  
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2. Background 

In this section we give an introduction to the concept of sustainability and sustainable 

development which is followed by a background section about Eriksberg Vilt & Natur AB. 

Lastly, we present a summary of previous research within sustainability. 

2.1 Sustainability 

To understand the concept of sustainability it is also important to understand the concept of 

sustainable development, as the two are interrelated. The term sustainability has a 

multidisciplinary use and meaning and can be described widely as “many sources as a 

capability of a system to endure and maintain itself”. (Circular Ecology 2016; Fedkin 2015) 

The concept of sustainable development has many definitions where one of the most 

commonly used is “meeting the needs of the present without compromising the ability of 

future generations to meet their own needs” (WCED 1987). Other definitions include “a 

dynamic process which enables all people to realize their potential and improve their quality 

of life in ways which simultaneously protect and enhance the Earth’s life support systems” 

(Chambers, Porritt & Price-Thomas 2007) and “empowers the people of the community, 

maintains or improves the economy, and treats the environment responsibly” (The Global 

Development Research Center n.d.). The reason for why it is hard to find universal definitions 

of the two terms is because both sustainability and sustainable development depend on a 

number of conditions which may be highly specific depending on the situation and 

geographical location (Bass, Dalal-Clayton & Pretty 1995). 

Researchers (Fedkin 2015; Kates et al. 2005) have discussed that sustainable development 

consists of three pillars. These pillars include environmental protection, social development 

and economic development. (Kates et al. 2005) Sustainability can further be described as the 

synergy between these three pillars which are visualized in Figure 1 (Fedkin 2015). 
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Figure 1: Sustainability as a synergy of the three pillars. Redrawn from Fedkin (2015) 

2.2 Eriksberg Vilt & Natur AB 

The property of Eriksberg was bought in 1987 by Alexander Wendt, who subsequently made 

the farm of the nature reserve available to the public. In 1996 the company was taken over by 

Skogsstyrelsen, who in 2008 sold it to its current owner Mellby Gård. (Eriksberg n.d.) 

Eriksberg’s CEO Per-Arne Olsson (2016), hereafter as CEO, estimates that the business has 

grown tenfold since then. Eriksberg’s core activities today include a large nature reserve and 

wildlife park of 915 hectares, a luxury hotel and a restaurant serving everything from a daily 

lunch to five course dinners. Other, smaller business areas include hunting, fishing and 

tourism as well as different types of events for both companies and individuals. According to 

the company’s CEO, Eriksberg have something to offer for every customer. 

Sustainability is incorporated in every part of Eriksberg’s business, not only in the nature 

reserve. According to the CEO of Eriksberg, the company strives to be as sustainable as 

possible in every part of the business. This extends from recycling and reducing the energy 

consumption within the hotel, as well as minimizing emissions from the visitors' cars, to the 

fact that the food served in the restaurant is primarily locally produced. This is particularly 

apparent when it comes to the meat served at Eriksberg, since this comes from animals bred in 

the nature reserve. 

2.3 Previous research 

Cone Communications is a public relations and marketing agency based in New York which 

in 2015 performed a global CSR study. In Table 1, which can be found in Appendix C, the 
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result of the study is presented. Some of the findings in their study have been summarized 

below. 

What consumers think about sustainability  

Most consumers expect companies to act responsibly and pay attention only when a company 

goes above and beyond with their CSR work or when they act poorly. Consumers are willing 

to pay more if they know it will have a positive impact on environmental issues. Consumers 

are constantly seeking out responsible products but are not always following through when 

acting. Consumers retrieve their information from multiple sources including company 

websites and social media. Consumers consider social media to be important when learning 

about CSR. Lastly, consumers think beyond buying the product and want to take on a role in 

creating environmental change. 
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3. Theory 

In this section different marketing strategies will be presented. Focus has been put on the 

Service-Dominant Logic which has been complemented with the Black box of Consumption. 

Subsequently, taking the perspective of the seller, a section about the Promotion Mix is 

presented. At the end of this section an analytical model is presented, which will be used 

throughout the thesis. 

3.1 Marketing strategies 

Marketing today is no longer defined as mere “selling”, but rather as understanding and 

satisfying customer needs (Kotler et al. 2013, p. 5). Marketing is the process in which 

companies create value for their customers whilst simultaneously establishing strong 

customer relationships in order to, in return, capture value from the customers (Kotler & 

Keller 2009, p. 45). 

The main purpose of a marketing strategy today is for companies to create customer value and 

thus establish profitable and lasting customer relationships. When choosing a suitable 

marketing strategy, companies need to identify what their target market is as well as their 

value proposition, meaning how they choose to differentiate and position themselves. (Kotler 

et al. 2013, pp. 8-9, 50) Furthermore, it is also important for companies to find suitable 

communication channels through which their value propositions can reach the customers 

(Kotler et al. 2013, p. 434). Following this reasoning, we will now introduce the Service-

Dominant Logic and the Black Box of Consumption, followed by the Promotion Mix. 

3.1.1 The Service-Dominant Logic 

There are several marketing philosophies which differ from one another. Some, as the product 

or selling concept take the company’s or seller’s point of view, focus on selling as much as 

possible (Kotler et al. 2013, p. 10). However, as society has evolved other, more customer-

oriented concepts have emerged. As was argued for by Theodore Levitt in 1960 (p. 147), the 

focus of a company should turn towards the customers’ wants and needs, which would help 

filling the demands of markets, instead of trying to find markets on their own. This reasoning 

is what, for the past decade, has become known as the Service-Dominant logic (SD-logic).  

The core of the SD-logic consists of a company’s customers, who are seen as resources rather 

than mere buyers of their products (Kotler et al. 2013, p. 13; Vargo & Lusch 2004). In the 

SD-logic, value is no longer defined simply by the price a company charges for its goods or 
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services, or inputs in the process of creating these, but is rather perceived and generated in its 

final state by customers (Grönroos 2006a; Vargo & Lusch 2004). Customer-perceived value is 

more specifically defined as the evaluation a customer makes of the difference between the 

benefits and costs of the chosen product compared to other competing options (Kotler et al. 

2013, p. 13). 

In the SD-logic goods and services are seen as operand resources, requiring action in order to 

become valuable or have the ability to create value (Vargo & Lusch 2008). The creation of 

value therefore happens by companies and their customers cooperating, with both sides 

contributing to the process (Grönroos 2006a; Vargo & Lusch 2008). The company provides a 

good or service, adapted to what the customer demands, and it is later up to the customer to 

put the product into use, and perceive the value it generates (Vargo & Lusch 2008). As 

customers are a part of the value-creation process, exchanges and interactions need to be 

continuous (Grönroos 2006a).  

As discussed by Duncan & Moriarty (1998), companies need to realize the importance of two-

way communication, feedback and signals. Through this, companies can gain a deeper 

understanding of what their customers want and demand, as well as what service their 

products (goods or services) in fact provide. This will also help companies in carrying out 

their chosen marketing concept (Kotler et al. 2013, p. 11). 

3.1.2 The Black Box of Consumption 

As was argued for by Kotler et al. (2013, p. 38), there is a gap in classical marketing between 

the creation and subsequent advertisement of a product and the customer finally buying it. 

This phenomenon has become known as the black box of consumption, where the company 

attempting to sell a product in general does not have the ability to enter and view their 

potential customer’s consumption and decision process (see Figure 2) (Grönroos 2006a). 

Furthermore, the company cannot know what their customer does with the purchased product, 

or more importantly, what value their customer perceives from it (Ibid.).  

In classical marketing, focus has been put on facilitating an exchange, on making customers 

buy goods without regard to what happens within the actual decision process or after the 

transaction (Grönroos 2006a). With the introduction of the SD-logic in marketing, companies 

have been able to penetrate and explore the black box, which has further helped facilitate 

repeated purchases and to interact with customers (Grönroos 2006b). Furthermore, since the 
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penetration of the black box is related to the consumption and decision process, it has also 

been argued to be connected to customer satisfaction (Kotler et al. 2013, p. 240). 

 

Figure 2. Simplified version of Kotler’s “Model of Buyer Behavior” (2013, p. 145) 

3.1.3 The promotion mix 

The promotion mix, also known as the marketing communications mix, consists of a chosen 

set of communication tools a company uses in order to build customer relationships and to 

enable customer-perceived values. Some tools of the mix have however been criticized for 

focusing too much on selling products to customers, rather than helping companies 

communicate with customers and understand customer needs. (Kotler et al. 2013, p. 418) 

The promotion mix is built on five primary promotion tools; advertising, sales promotion, 

personal selling, public relations and direct marketing. 

Advertising is the tool with which companies have the ability to reach large masses of 

consumers (Shannon 1996 p. 62). Advertising includes all types of communication that is not 

given face-to-face to the consumers, but rather through digital marketing and social media, 

television or radio commercials, or in magazines (Boundless 2016a; Lovelock & Wirtz 2011, 

p. 195-196).  In the case of digital marketing and social media, this channel is part of the 

advertising tool because companies have the ability to share information and promotional 

messages with their customers. As will be discussed below, this channel has also been argued 

to be a part of the public relations tool (Mangold & Faulds 2009, p. 359). 

In order to attract the attention of consumers and in attempting to make them buy a product 

immediately, companies may turn to sales promotion. With this tool, companies can for 

example hand out coupons, offer deals such as “buy one get one free”, or organize contests. 

(Boundless 2016e) The effect is usually brief, however, and the use of sales promotion is also 

considered very costly, compared to the use of advertisements (Kotler et al. 2013). 
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Personal selling refers to personal interactions between the company and its customers. It 

offers companies a possibility to build personal relationships with their customers, and also to 

identify the customers’ needs. To be successful in personal sales, companies also have to 

understand the needs of the customers. (Boundless 2016c) Personal selling has nevertheless 

been estimated to be the most expensive promotional tool, given the size of the sales force 

needed (Lovelock & Wirtz 2011, p. 199; Shannon 1996 p. 62).  

Through public relations, companies may present themselves in a favorable manner and 

maintain a good image. This happens by appearing in news articles, on social media, 

sponsorships and events. (Kotler & Keller 2009, p. 512-513) What makes public relations 

differ from other promotion tools is that media has not been paid to publish company 

information and this channel may therefore be considered as more trustworthy than for 

example paid advertisements (Boundless 2016d). Word-of-mouth, the channel in which 

customers can recommend products or companies to each other, can also be included in the 

public relations tool (Kotler & Keller 2009, p. 529). Within this channel, social media has 

been argued to play an important role, as users are able to share their opinions online (Kotler 

& Keller 2009, p. 585; Mangold & Faulds 2009). By being online, companies can respond to 

customer feedback and take advantage of positive customer opinions (Mangold & Faulds 

2009). Whereas customers have the ability to share their recommendations with thousands of 

others, they can also share complaints, which companies have no control over (Ibid, p. 359).  

Lastly, direct marketing is a tool which targets the individual consumer and it can be 

conducted through telephone marketing, online marketing and direct mail (Boundless 2016b). 

It can be done quickly (Kotler & Keller 2009, p. 529) and allows companies to build close 

relationships with their customers (Lovelock & Wirtz 2011, p. 199).  

According to Kotler et al. (2013, p. 434), when choosing a mix of promotional tools, 

companies need to make sure all tools work together and that these communicate a unison 

message and selling point. In line with the SD-logic, it is also important to integrate the 

chosen mix with existing and potential customers of the company. This is necessary in order 

to understand and solve the needs the customers might have, wherever they are and however 

they want it to be done. 
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3.2 Analytical model 

Both questions in this thesis incorporate a customer-oriented focus. Apart from the case of 

Eriksberg, which will be followed throughout the thesis, sustainability will also be a key 

element.  

In order to answer the first research question “How do Eriksberg’s customers perceive 

sustainability?” we will use the SD-logic as our primary theory. Since previous studies (Cone 

Communications 2015; Svensk Handel 2015), have shown that consumers perceive 

sustainability and sustainable business practices as important, we want to find out if this is 

true for Eriksberg as well. The SD-logic will help us in understanding the importance of 

listening to customers and what value they perceive from the product (Eriksberg’s concept). It 

will also help us in arguing for the importance of viewing the customers as resources, from 

whom the company can acquire feedback and with whom they can build relationships. The 

SD-logic will further be complemented by the Black Box of Consumption. By finding out if 

Eriksberg’s customers perceive sustainability as important, we hope to enter the black box to 

some extent and thus explore the customer’s decision process. This should later be helpful 

when looking into marketing the sustainability concept. In terms of the black box, we also 

hope to find out if Eriksberg know what values the customers perceive from the purchased 

product (their business concept). 

When answering the second research question “How could Eriksberg adapt their marketing 

to communicate their sustainability?” we hope to have explored parts of the black box. We 

hope to find out, to some extent, who Eriksberg’s customers are and in what way they 

perceive Eriksberg and the sustainability concept. To understand what communication 

channels would be possible for Eriksberg to use, in line with what their customers demand, 

the promotion mix will be used. The purpose is to find out, from the company and their 

customers, what tools of the promotion mix have previously shown to be efficient and to 

subsequently make a suggestion of how Eriksberg could adapt their marketing to 

communicate sustainability more. 

To facilitate the understanding of this reasoning, the analytical model in Figure 3 has been 

used. 
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Figure 3. Analytical model  
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4. Method 

In this section, we present and discuss the three different methods of data collection we have 

used in order to conduct our study; existing data, a survey and a semi-structured interview. 

We start by motivating our choice of a mixed methods approach, and the collection of both 

quantitative and qualitative data. 

4.1 Research design 

4.1.1 A Case Study of Eriksberg Vilt & Natur AB 

Our chosen theoretical framework was applied onto the company Eriksberg Vilt & Natur AB. 

By studying their case, we aimed to gain a deeper understanding about the importance of 

customer relationships and communication in terms of sustainability and marketing. 

In order to answer our research questions, a mixed methods approach was used, meaning we 

collected and analyzed both quantitative and qualitative data (Saunders, Lewis & Thornhill 

2012, p. 169). By combining different research methods it was possible for us to enhance the 

reliability of the study by validating the results of one method by another (Bryman & Bell 

2014, p. 634). 

Some researchers have taken a theory-of-knowledge viewpoint to a mixed method design, 

arguing the theoretical principles of quantitative and qualitative methods are incompatible. 

Thus a mixed method approach would not be possible to use. Other researchers, us included, 

take a technical viewpoint, arguing that there are positive aspects of using both quantitative 

and qualitative methods, which by all means can be combined. (Bryman & Bell 2014, pp. 

630-631) A major disadvantage of using a mixed methods approach is nevertheless the time 

required to collect the data (Creswell 2009, p. 216). 

In Figure 4, the mixed methods design used in this thesis has been illustrated. 
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Figure 4. Simplified version of Creswell’s (2009) sequential explanatory research design  

4.2 Research ethics 

Saunders et al. (2012, pp. 217-226) have argued that researchers, for their studies, should 

choose companies they have prior knowledge of and to use existing contacts when requesting 

access. This is the main reason for why we chose Eriksberg, since one of the authors of this 

thesis had previously worked at the company and was familiar with their concept. Knowing to 

some extent how the company worked with sustainability, and having had previous contact 

with the CEO of the company, helped us in motivating why we wished to have access to the 

company, and subsequently attaining it. 

We have in our study turned to both Eriksberg and their customers, since the opinions were 

valuable complements to one another when we attempted to answer the research questions. 

When handing out the survey, we chose to exclude answers from respondents under the age of 

18, as these were minors and we considered their participation to be unethical. Since we wrote 

about Eriksberg, we asked for the company’s approval of the results we presented, both theirs 

and those of their customers. All customers were anonymous in this thesis and we informed 

the CEO of Eriksberg that, had they wished, we could have anonymized the company as well.  

Since this thesis concerns Eriksberg, we want to express our aim to remain objective. No data 

collected from neither customers nor the company itself has been misrepresented or improved. 

4.3 Secondary data 

In this report we used document based secondary data, which includes data from Eriksberg’s 

webpage, organizations’ databases (Retriever and the United Nations) and written reports 

(Cone Communications and Svensk Handel). This type of data is often used in research 
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projects that also collect primary data (Dahmström, 2011, p. 128; Saunders et al., 2016, p. 

319). 

The major advantage of using secondary data is that it is often shown to be less costly than 

collecting primary data (Saunders, Lewis & Thornhill 2016, p. 317). Other advantages include 

the possibility of using a larger population of research as well as the opportunity of 

investigating causal relationships. (Dahmström, 2011, p. 127) Furthermore, it has given us the 

opportunity to compare the results from previous studies with the one of our own.  

There are however also difficulties connected to the use of secondary data. One of the major 

disadvantages is the lack of control over data quality (Saunders et al., 2016, p. 334). The data 

can be outdated or be divided into groups, which can make it hard to process (Dahmström, 

2011, p. 129; Saunders et al. 2012, p. 318). We have strived to overcome these difficulties by 

using sources that are generally considered to be trustworthy and known in their field. Also, 

the reports had all been written in 2015, and we thus conclude their results are still up to date. 

Apart from the United Nations, we used results from the reports of Svensk Handel and Cone 

Communications to obtain a broader perspective of how consumers relate to the sustainability 

concept. It also gave us the opportunity to compare the results of the survey made for this 

report, with a global, broader perspective. We also used Eriksberg’s webpage in order to gain 

general knowledge about the company before conducting the survey and semi-structured 

interview. As aforementioned, we used Retriever as an independent source in order to find 

data about Eriksberg’s financial performance. 

4.4 Primary data 

4.4.1 Survey 

In order to generate a deeper knowledge about Eriksberg’s customers and their opinions a 

survey was performed (see Appendix A). The survey was of standardized nature and included 

demographic elements, questions about marketing in terms of Eriksberg and questions about 

sustainability. We distributed the survey to Eriksberg's customers during their annual 

Christmas weekend in December, which featured a market as well as dining options in their 

restaurant. We argued, based on previous research and the expected number of visitors that 

this would help in attaining a higher response rate, in comparison to if the survey had been 

handed out at a normal weekend, as well as immediate answers (Körner & Wahlgren 2012, p. 

42). Furthermore, it was made clear that participation was voluntary in order to minimize the 

risk of feelings of compulsion (Saunders et al. 2012, p. 452). Due to the shortage of time 
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when conducting this study it was not possible to reach all of Eriksberg’s customers and the 

respondents from the Christmas weekend thus became our sample. We received a total of 192 

responses. Out of these, nine respondents were under the age of 18 (the youngest was 7 years 

old). These surveys were excluded, leaving us with a total of 183 responses. An option to 

handing out surveys in person, which we discussed could have generated a higher response 

rate, would have been to e-mail the survey to previous customers. However, this was not 

possible since we were not able to gain access to previous customers' email addresses. 

A risk with handing out surveys in person is that the respondents could be affected by each 

other’s opinions if they are discussing whilst answering the questionnaires (Saunders et al. 

2012, p. 421). We attempted to minimize this risk by asking respondents to answer the 

questions individually. Despite this, there were customers who were not willing to answer the 

questionnaire, but who shared their opinions with those who did. We chose to include these 

surveys as we argued the responses still reflected the opinions of Eriksberg’s customers, 

which was what we sought for.  

Another risk was that questions in the survey could be misunderstood. In order to reduce this 

risk we followed Dahmström's (2011) advice when writing the questions in order to get 

reliable, fruitful responses. To facilitate even further, a pilot (test) survey was conducted to 

make sure all questions were thoroughly understandable. Five persons who were familiar with 

Eriksberg’s concept answered the pilot survey and subsequently gave us feedback. No major 

problems were found with the survey questions but we made some small adjustments. We did 

for example add a third option, “other”, to the question asking about the respondent’s gender. 

The pilot survey was also helpful in measuring the time it took the respondents to finish the 

questionnaire, as the length could have an impact on the participation rate (Saunders et al. 

2012, p. 453). Before we conducted the survey the questions were approved by the CEO of 

Eriksberg.  

The design of the survey 

The survey consisted of ten questions; three demographic questions, three questions about 

Eriksberg and four questions related to sustainability. The three demographic questions 

regarded the gender and age of the respondent, and which county they lived in. Whilst 

keeping the customers anonymous, by asking these questions, we still managed to get to know 

Eriksberg’s customers on some levels. Asking about gender gave us the opportunity to 

compare the answers of the different sexes, which would also be possible based on age. The 
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age variable was further divided into groups when the collected data was processed. The third 

question, regarding where the respondent lived, was posed in order to get an idea of where 

Eriksberg’s customers come from. Based on the fact that we distributed the survey at 

Eriksberg's Christmas weekend, we did expect most of the visitors to live nearby. Being 

aware of this, we argued it was better to receive answers from local customers than no 

customers. 

After the demographic part of the survey three questions about Eriksberg were posed. The 

first question regarded if the respondent had visited Eriksberg before. With this question we 

wanted to see if customers had made several, rather than one time visits, an important aspect 

within the SD-logic. The second question considered how the respondent had come in contact 

with the company. This question was posed in order to identify through what communication 

channels and tools from the promotion mix Eriksberg had reached their customers. Several of 

the respondents who lived nearby ticked the “other” box and wrote that they had read about 

Eriksberg in newspapers. It was a mistake not to include “newspapers and magazines” as one 

of the possible answers. If included there is a possibility more respondents would have chosen 

that option. Thus, the answer to this question might not have been fully reliable but it still 

gave us a good hint of how Eriksberg reach their customers. Since the majority of the 

respondents were locals, we also discussed whether the responses to this question could have 

been different, if the customers had come from locations farther away. Finally, there was a 

question about how the respondent perceived Eriksberg, where the customer was asked to 

freely describe the company using three words. With this question, we aimed to explore the 

black box of consumption as we found out what values customers identified in the product - 

Eriksberg’s concept. Some respondents misinterpreted this question and wrote an answer 

more similar to a sentence, such as “very nice animal park”, while others answered by three 

words, for example ”nature, animals, Christmas buffet” (translated from Swedish). Thus, it 

can be concluded that the question could have been stated more clearly. Being aware of this, 

we still argued the question gave us a good understanding of how Eriksberg’s customers 

perceive the company. 

At the end of the survey four questions about sustainability were posed. These were placed on 

the back page of the survey in order to not influence the answers to the questions about 

Eriksberg. The first question about sustainability regarded how the respondent perceived the 

concept of sustainability and with what words they associated this. We gave the customers ten 

different words to choose from which were connected to the sustainability concept, in order to 
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facilitate the answering of the question. These words were related to Eriksberg (animals, 

nature, environmental awareness), the United Nations' sustainable development goals (future, 

equality, responsibility, economy) as well as two words with negative connotations 

(expensive, unnecessary). With this question, we once again explored the black box and got to 

see how familiar the respondent was with the sustainability concept.  Lastly, we also chose to 

use a synonym to the word "sustainable" (durable) to see if customers found this to be the 

meaning of the concept. We chose to use ten words in order to facilitate the definition of 

sustainability for the customers, and gave them the option of choosing several words. 

Nevertheless, as customers were not able to write freely about the concept, we are aware the 

answers might not reflect the reality in full. 

After this, there was a question about the respondent's attitude toward sustainability, followed 

by a question regarding if the respondent would prefer to buy a good or service from a 

company working with sustainability. Again, in line with the SD-logic, these questions helped 

us in understanding what values were perceived from sustainability. Finally, in the last 

question of the survey we asked whether the respondent perceived Eriksberg to be a 

sustainable company. This question gave us a direct answer of how Eriksberg were perceived 

by their customers, and it helped us out in understanding if the sustainable work of the 

company had been noticed. 

4.4.2 Semi-structured interview 

The qualitative data in our study consists of an interview performed with Per-Arne Olsson, the 

CEO of Eriksberg. The interview was conducted in order to understand Eriksberg’s current 

business practices in terms of sustainability, marketing and the chosen promotion mix. We 

also asked about targeted customer segments. The interview was semi-structured and 

performed one-to-one. It lasted for about 45 minutes. We chose to perform the interview after 

we had distributed most of the surveys, because we wanted to draw from the knowledge we 

had learnt from and about Eriksberg's customers. After having asked for the CEO’s approval, 

the interview was recorded. This facilitated the fluency of the conversation since no notes had 

to be taken. When the interview had been performed, the answers were transcribed and the 

result was summarized. As aforementioned, we asked for the CEO’s approval before the 

summary was presented under “background” and “results”. 

Semi-structured interviews can be advantageous when the questions posed are open-ended or 

complex, when there are a large number of questions and when the order of the questions 
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might need to be varied (Saunders et al. 2016, p. 394). As we expected our interview to fulfill 

all of these criteria, a semi-structured interview became our choice of method. There are 

however also some disadvantages of using interviews as a method of collecting data. The 

interviewee might feel obliged to answer sensitive questions in a certain way because of 

social norms and expectations (Dahmström 2011, pp. 102-103). The CEO could also have 

wanted to present Eriksberg in a good manner, which would endanger the reliability of the 

study. We strived to improve the validity of the study by thoroughly planning and discussing 

interview questions ahead of the interview and we also wrote down some questions we 

wanted to ask before the interview was conducted (see Appendix B for interview manuscript) 

(Saunders et al. 2016, pp. 396-401). 

It is important to choose a location that is convenient to the participant when performing an 

interview (Saunders et al. 2012, pp. 386-387). This is the reason why we chose to visit 

Eriksberg to conduct the interview there. Given the fact that we visited Eriksberg in time for 

their annual Christmas weekend, we were aware the risk of stress was high. Based on this, we 

also let the CEO choose a time of the day he found suitable to be interviewed. 

In many of the questions posed during the interview, we wanted to identify if there was 

congruence between Eriksberg and their customers. At the beginning of the interview, we 

asked the CEO to describe Eriksberg using three words, and at the end of the interview how 

he wanted the company to be described by the customers. The responses were later compared 

to how the company had been described, and gave us the opportunity to see if the opinions of 

both sides were the same. 

In order to obtain more thorough knowledge about the company we had some questions in our 

manuscript which concerned the business concept in general. Regarding sustainability, we 

asked the CEO about how important this was to the company and in what way Eriksberg work 

with this. We also asked if sustainability was something the company communicated to their 

customers. Here again, we had a question which Eriksberg’s customers had answered in the 

survey - if he perceived Eriksberg as a sustainable company. 

We also wanted to find out more about Eriksberg’s marketing strategies and promotion mix. 

Based on this we asked what communication channels the company used and subsequently 

which channel was considered to be the most important. Furthermore, we asked which 

channel had been supplied with the highest amount of financial resources. We also had a 
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question regarding how much of Eriksberg’s turnover had been spent on marketing, in terms 

of percentage. 

Since the interview was semi-structured some questions in the manuscript were adapted or 

moved in terms of order. Regardless of this, at the end of the interview the CEO was asked if 

the company had identified any specific customer segments. Based on previous experience 

from working for the company, the CEO was asked about where the majority of customers 

came from, geographically. With regards to the SD-logic, and the importance of continuous 

interactions, we also asked if Eriksberg’s customers were to a large extent returning, and if it 

was possible to say how many times the average customer had visited the company. We 

further asked the CEO if reaching out to more customers was in fact something the company 

wanted to do.  
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5. Results 

 In this section we first present our secondary data; Eriksberg’s digital communication. After 

this, we present our primary data consisting of the results from the survey and the semi-

structured interview performed with the CEO of Eriksberg. 

 

 

 

 

5.1 Secondary Data 

5.1.1 Eriksberg’s Digital Communication 

In terms of digital communication channels, through which Eriksberg can be promoted, we 

have identified three different, primary types; Eriksberg’s webpage, social media and 

customer reviews. The first one, Eriksberg’s webpage, is written in Swedish, English, Danish 

and German. When visiting the webpage, customers can find information about Eriksberg and 

their business concept as well as contact details to the company. They are also able to book 

their visits to the restaurant and the hotel, or to some of the events Eriksberg may have 

planned. What the webpage does not offer, however, is information about Eriksberg’s 

business practices in terms of sustainability. 

By using the webpage, Eriksberg’s customers are able to find the company’s social media 

accounts. Eriksberg use Facebook, Instagram and Vimeo as channels through which they can 

reach customers (Eriksberg n.d.). By using these accounts, the company is able to share 

regular updates with accompanying videos and pictures as well as promotional information 

from their different business areas. In all three channels customers are able to comment on 

what Eriksberg have shared. Primarily when it comes to Facebook, customers can contact the 

company directly and also write reviews that are visible to other customers (Facebook 2016). 

Besides Facebook, Eriksberg’s existing and potential customers are able to find reviews about 

the company on the webpages of, for example, TripAdvisor and the White Guide. On 

TripAdvisor, previous customers have written reviews and given the company a rating 

between 1 and 5 (where 1 is “terrible” and 5 is “excellent”). Eriksberg have received an 

average score close to 5. (TripAdvisor 2016) In this channel and on Facebook too, Eriksberg 

have answered the reviews they have received, regardless of whether the reviews include 

positive or negative feedback. When it comes to the White Guide, which is the leading guide 

system in the Nordic area, Eriksberg's restaurant, alongside about 800 other restaurants, has 

received a yearly rating (“very high standard” in 2016) based on its food, drinks and overall 

customer experience (White Guides AB 2016). 
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5.2 Primary data 

5.2.1 Survey 

Below, the result of the survey is presented. The questionnaire used for the survey was written 

in Swedish and can be found in Appendix A. Some of the collected filled-in questionnaires 

lacked answers to one or two questions. They have, despite this, been included in the results 

since we would argue the disappearance of one or two answers do not damage the total result. 

 

Figure 5. “In what year were you born?” 

The first question in the survey asked about the respondent’s age. As can be seen in Figure 5, 

the majority of the respondents were born in 1940-1969. Two respondents failed to answer the 

question. 

When we asked the respondents about their gender, about two thirds, 63.4%, turned out to be 

female whereas one third, 36.6%, were male. 

The third question in the survey asked about where the respondents live. 88% of the 

respondents answered Blekinge county, which is the county where Eriksberg is located. 8.2% 

said they came from a county neighboring to Blekinge, 1.1% came from other counties and 

2.7% answered they lived in other countries than Sweden. 

When the respondents were asked if they had visited Eriksberg before, 90.7% of those who 

answered the question said yes, whereas 9.3% said no. One respondent failed to answer the 

question. 
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Figure 6. “Through which channels have you heard about Eriksberg?” 

In Figure 6 the result of in what ways the respondents had heard about Eriksberg is presented. 

As can be seen, most respondents had heard about Eriksberg from acquaintances, meaning 

through family or friends. 

 

Figure 7. “Describe Eriksberg with three words.” 

When we asked the customers to describe Eriksberg using three words, many different words 

came up. The most commonly used words are presented in Figure 7. 
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Figure 8. “Which of the following words do you associate with sustainability?” 

The result of which words the respondents associated with sustainability can be found in 

Figure 8. As has been illustrated in the figure, the most common associations were 

“environmental awareness”, “responsibility” and “future”. 

The eighth question of the survey asked about the respondent’s attitude towards sustainability. 

94.5% of the respondents said they had a somewhat positive or very positive attitude, 2.2% 

had a neutral attitude, 1.65% had a somewhat negative attitude and 1.65% said they had no 

opinion. One respondent failed to answer the question. 

When asking about if the respondent would be more willing to buy a good or a service from a 

company working with sustainability, 91.1% of the respondents said yes, 7.2% said no, and 

1.7% of the respondents had no opinion. Two respondents failed to answer the question. 

Lastly, when the respondents were asked if they perceived Eriksberg as a sustainable 

company, 51.1% of the respondents said that they fully agreed, 19.8% respondents said they 

partly agreed and 0.5% did not agree at all. Furthermore, 28.6% of the respondents stated that 

they did not know if Eriksberg was a sustainable company. One person failed to answer the 

question. 

A comparison between genders was made to see if women and men had different opinions in 

different questions. No obvious differences were found. The result of our comparison has 

been presented in Appendix D. 
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5.2.2 Semi-structured interview 

An interview with the CEO of Eriksberg was conducted on December 11, 2016 at Eriksberg 

Vilt & Natur AB. The interview included questions about the company and their sustainability 

work as well as questions about their marketing and customers. Below, the result is presented. 

Firstly, the CEO of Eriksberg was asked to describe the company by three words. The result 

was “genuine”, “sustainability” and “love”. This, along with “humility”, was how the CEO 

wanted the customers to perceive Eriksberg. He explained this by clarifying that Eriksberg are 

humble about the nature and people but also by their staff being humble. He also said that 

Eriksberg want people to view the company as a sanctuary of peace and quiet, where 

customers are able to relax despite how stressed they may be. 

“It is difficult to find a similar entirety elsewhere in Scandinavia.” 

- Olsson, CEO of Eriksberg 

When we asked the CEO if he perceived Eriksberg as a sustainable company he said yes, but 

he also recognized there was more work to be done. Furthermore, he said both the company 

itself and its owner Mellby Gård intend to be long-term businesses, and that working with 

sustainability thus is of outmost importance. A priority for the future was to reduce emissions 

from cars visiting the park, for which purpose the company had bought a large safari car in 

order to collectivize visitors.  The CEO also identified the company’s energy consumption as 

an area in which they need to improve continuously. He stated that Eriksberg had been 

renovated and rebuilt to have buildings that were as isolated as possible and that the company 

used geothermal heating. He also recognized that the education of staff and to some extent 

hotel guests too would be important in order to keep reducing the consumption. Furthermore, 

in the restaurant the CEO said the company strives to serve locally produced food. An 

example of this was that the meat served in the restaurant came from animals bred in the 

nature reserve. 

In terms of marketing, Eriksberg do not promote the sustainable business practices through 

their communication channels. When promoting the other parts of the business concept 

Eriksberg use TV commercials, advertisements in newspapers, advertising signs, social 

media, word of mouth, business-to-business ventures and features in articles or on radio. They 

have also stored several email addresses from previous visitors, both individuals and 

companies, to whom they can send direct offers or news updates. Furthermore, Eriksberg 
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invest approximately 5% of the annual turnover in marketing, and the CEO said this was a 

rather small share compared to other companies. 

Eriksberg’s CEO identified word of mouth as their most important promotion tool, as he 

argued satisfied customers would not only return to the company, but also generate new 

customers. He also spoke about the importance of digital media, Eriksberg’s webpage and 

their social media accounts connected to it. The webpage was said to be the central part in 

their business, since customers using it can book their visits, find information about the 

company and their upcoming events and also reach the company’s social media channels. The 

CEO also mentioned that the company had developed an application for smartphones in 

which customers could access information about the nature reserve as they drove through it. 

He also said that this, in the future, could be a way of reaching customers with other types of 

messages. 

Being featured in local newspapers was also, together with radio appearances and their TV 

commercial the best way to reach local and regional customers. The TV commercial was 

broadcast in Blekinge county and Kronoberg county and the CEO said it was not broadcast in 

Skåne county as it was very expensive there due to large contact surfaces. In Skåne county 

Eriksberg instead use advertisements in social media. 

When entering a new national market, Eriksberg firstly target other companies, for example 

travel agencies. The CEO said that having good partners is of great importance and that the 

market entry is generally a long-term project which can take three to four years. The CEO 

stated that Eriksberg would need to adapt their communication channels to fit new markets 

and the consumers within these, for example by translating their webpage and by having staff 

that knows the language in order to improve customer service. Business-to-business is also an 

important tool in order to reach new customers within the borders of Sweden, and the CEO 

said Eriksberg have several partners who may bring them new customers. 

Eriksberg’s CEO said that the company today has something to offer all types of customers, 

and it was thus difficult for him to identify specific customer segments. Eriksberg target 

customers locally, regionally, nationally and internationally. The CEO spoke of the 

complexity of the product and marketing of it. He said that what makes Eriksberg different 

from other hotel and restaurant concepts is the nature reserve and that all parts of the business 

need to be synchronized. 
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Eriksberg strive to expand internationally but the CEO also said that the company has a large 

customer base within Sweden, which he saw as an advantage. When asked if he could 

identify, to some extent, where the majority of Eriksberg’s customers come from, the 

complexity of the company was shown even further since this varied for each part of the 

business. Looking towards the restaurant most customers were local, which for the hotel was 

different since the majority of the customers came from larger geographical segments. For the 

park, which is open from May to August, the CEO divided the customers into international 

segments, and estimated that around 80% came from Sweden, 14% from Germany, 3% from 

Denmark and 3% from other countries. 

A major priority for Eriksberg is to market the hotel. The CEO stated that since the hotel and 

restaurant are situated within the nature reserve, far away from other restaurants, having hotel 

guests means a guaranteed income for the restaurant. Regardless of the customers being 

individuals or companies he said the company constantly strives to make all customers 

satisfied. As an example he mentioned the hotel from the start had charged very high prices, 

which meant the staff had to work hard to live up to it, leading to pleased customers, who 

thought it was worth every penny. The CEO said a fundamental part of Eriksberg’s business 

is to never be better at marketing their services than they are at delivering them. Looking 

further into the hotel the CEO expressed that a goal of Eriksberg was to have customers book 

their stay as early as possible, expanding the time during which they could purchase 

additional services, for example meals, in advance. 

Lastly, the CEO answered questions about the rate of visitors at Eriksberg. One question 

concerned the rate of visitors each year and he explained Eriksberg had the most visitors 

during summer and winter. During the summer the nature reserve is open for visitors to drive 

around in, whereas in the winter the company has their Christmas weekend event and 

Christmas buffets. The restaurant is besides this open throughout the year. When asked for the 

rate of returning customers the CEO could not give an exact number. He said this was due to 

the variety of services within the company’s concept. Customers could be visiting Eriksberg 

both as individuals and as being part of companies. Looking towards the restaurant, they 

could be eating anything from the daily lunch to five course dinners. Nevertheless, he made 

the estimate that when local companies or associations were visiting the company around 30-

40% was there for the first time. He also recognized that there were still many new customers 

to reach, not the least locally, but argued it was an advantage as Eriksberg still have several 

new segments to reach in the future. Their quota remained to be filled.   
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6. Analysis 

 In this section we apply our chosen theoretical framework onto the results from the 

secondary data and the primary data consisting of the survey and the semi-structured 

interview. 

Looking towards the results from the survey and interview, we can see congruence between 

the values perceived by Eriksberg’s customers and those expressed by the company. 

Eriksberg’s CEO stretched the importance of satisfied customers and he wanted the company 

to be perceived as “genuine”, “sustainable” and “humble”, both about the nature and in terms 

of staff. When we asked Eriksberg’s customers to describe the company by using three words 

in the survey, common words were “beautiful”, “nice”, “cozy”, “unique” and “good food”. 

The only word which could be perceived as negative is “expensive” which was mentioned by 

eight customers. In this case too, Eriksberg’s CEO said the company, at least in terms of the 

hotel, from the beginning had charged high prices but that the goal was to make customers 

satisfied regardless of this. The congruence show that Eriksberg’s concept has, in some 

aspects, made its way through the black box since the customers in the survey often identified 

the values Eriksberg wanted them to. This is important to keep in mind when we look further 

into the company’s communication. Furthermore, what we can tell is that Eriksberg, given 

their nature reserve, is differentiated from other hotel and restaurant concepts, which is 

valuable within the SD-logic. 

The SD-logic puts focus on customer satisfaction and companies establishing strong 

relationships with their customers. Continuous interactions with customers are therefore 

encouraged. Since most of the respondents of the survey were returning customers, Eriksberg 

have succeeded with this to some extent. Nevertheless, as aforementioned, most customers 

who answered the survey lived nearby the company. According to the CEO the rate of 

returning customers varied due to the many different services the company offered. 

Furthermore, the variety of services was also the reason for why it was difficult to identify a 

specific targeted customer segment, something we also noticed in the results of the survey. 

The only segmentation that could be made both by us and the CEO was geographical, since 

customers could come from local, regional, national or even international areas. In all other 

instances the company was to offer services for every type of customer. 
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Looking further upon the services of Eriksberg we are not able to tell if the company has 

satisfied the customers’ demands. The company has created positive values for the customers, 

but we do not know if these are what the customers want. This may be another reason for why 

Eriksberg do not have any specific customer segments - the company might not have 

identified a specific need to satisfy. The reason for this may also be because the concept, apart 

from the nature reserve, primarily consists of a hotel and a restaurant. Since the company 

strives to offer services for all types of customers, this most likely prevents them from 

targeting a specific need. 

What could be perceived as a demand from Eriksberg’s customers is sustainability. The 

survey handed out at Eriksberg showed that the respondents had a positive attitude towards 

sustainability. This result is supported by the Cone Communications global CSR study which 

further found that consumers were willing to pay more for a good or service if it came from a 

company working with sustainability. Connecting to one of the previous sections, where some 

of Eriksberg’s customers described the company as “expensive”, all of these were returning 

customers. More importantly, when asked if they perceived Eriksberg as a sustainable 

company, most of these customers agreed to some extent. Based on this it is possible that 

Eriksberg as a sustainable company could have customers returning and paying for more than 

good service.  

Looking at the general results, Eriksberg’s customers seem to have a quite good knowledge 

about the sustainability concept. Most customers would describe sustainability as 

“environmental awareness”, “responsibility” and “future”. This is in line with the definition of 

sustainable development written in the Brundtland report, which discussed the future and 

responsibilities as well as the definition of the environmental pillar and environmental 

awareness. Regardless of this many customers also associated the word “durable” (in Swedish 

“slitstarkt”) with sustainability, which makes us assume these customers were not fully 

familiar with the concept. Further, when looking at the result of the question if the 

respondents perceive Eriksberg as a sustainable company, 28.6% answered that they did not 

know. This shows us that there is room for Eriksberg to communicate the sustainable business 

practices more and that there is also a need for the customers to be given more information on 

the concept itself. What we consider to be of even greater importance is for Eriksberg to 

inform their customers in what way they perceive and work with sustainability. By doing so, 

we would expect customers to more easily understand the concept, in line with the way 

Eriksberg do. 
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What is important to keep in mind ahead of the following sections, is that communication 

according to the SD-logic should be a two-way street, a dialogue. We have concluded that 

Eriksberg have managed to take some of their values through the black box of consumption 

but the company has to seek feedback from their customers in order to understand not only 

demands but rather how the business concept is perceived. By listening to what their 

customers think we expect Eriksberg to better be able to adapt their services to fit the 

demands. 

When examining through what communication channels Eriksberg have reached their 

customers, 126 respondents (68.9%) said they had heard about the company from an 

acquaintance, also known as "word-of-mouth". This channel is connected to the public 

relations tool in the promotion mix in which word-of-mouth can be perceived as more 

trustworthy compared to classic advertisements. The same holds for news articles, a channel 

through which many customers had encountered information about Eriksberg, which we 

learnt from the "other" option of the survey. Again, this shows a congruence between 

Eriksberg and their customers. The CEO identified word-of-mouth as the company’s most 

important channel and said pleased customers would return and generate new customers. We 

would argue this tool should be prioritized as it in many ways captures the core of the SD-

logic by viewing the customers as resources and by showing the importance of customer 

satisfaction. It is however important to realize that it would be difficult for Eriksberg to try 

and reach out to more customers using merely this channel, as it is difficult to influence and 

control the extent to which customers recommend the company to their acquaintances. 

What we found to be surprising with the result of the survey was that social media was the 

third smallest communication channel through which customers had heard about Eriksberg 

(44 customers chose this option). In the promotion mix this channel is part of the advertising 

tool but based on the possibility to “share” things with acquaintances online today we look 

upon it more as a blend between advertising and word-of-mouth. We therefore expected this 

channel to receive a higher number of responses. Furthermore, we found out from the 

interview with the CEO that digital marketing, in which Eriksberg’s webpage and social 

media accounts are included, was the channel that reached the largest amount of consumers. 

The CEO considered digital marketing to be important and based on the ability it offers to 

communicate with customers, we would besides word-of-mouth also argue for the importance 

of this channel. 
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When looking into the other promotion tools, 35.5% of the customers had seen Eriksberg’s 

billboard sign, which is a channel within the advertising tool in the promotion mix. 

Advertising, as aforementioned, also include advertisements in television, radio, social media 

and magazines. All these channels are used by Eriksberg. More promotion tools used by the 

company are personal selling when doing business-to-business with other companies and 

direct marketing when targeting individual customers through direct mail. The CEO 

mentioned in the interview that Eriksberg had developed an application for smartphones, 

through which customers could possibly be sent information from the company in the future, 

and we would therefore argue this is also connected to the direct marketing tool. Furthermore, 

since Eriksberg have the ability to share discount offers or arrange competitions through 

emails, advertisements or social media, we would also say Eriksberg use the sales promotion 

tool. 

It is important for Eriksberg to find suitable promotion tools but it is of even greater 

importance to find channels where the company can communicate with the customers. 

Regarding the two channels we have argued for so far, social media and word-of-mouth, it is 

primarily in social media we see an opportunity to communicate directly. As we witnessed 

from our secondary data, Eriksberg have in many cases kept a two-way communication, a 

dialogue, with their customers online and we would strongly recommend the company to 

continue doing so. By using Eriksberg’s webpage customers can find contact information to 

the company and with Eriksberg’s social media accounts, customers may send instant 

messages or give feedback in various ways. By responding, preferably as soon as possible, to 

customers who have written reviews or inquiries Eriksberg show that they care about 

customer satisfaction. Furthermore, by communicating with the customers and focusing on 

their satisfaction, Eriksberg should be able to make their way further into the black box. In 

turn, we can expect the customers to feel reaffirmed and satisfied. Also, by responding to 

customers publically it is likely that potential customers will take notice and get a positive 

impression of the company. 

Other promotion tools in which we see an opportunity for Eriksberg to keep a dialogue with 

their customers is direct marketing, primarily involving email communication. This tool is 

connected to the digital marketing since Eriksberg’s potential and existing customers can find 

the company’s contact information on their webpage. It furthermore encourages two-way 

communication because both Eriksberg and their customers can send information to one 

another and subsequently respond each other.  
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Looking further into communication with the customers, we would argue the communication 

channels in which Eriksberg have the least possibility to communicate are the TV 

commercials and the magazine articles. Through these channels Eriksberg can send 

information to existing and potential customers but can in turn not receive any responses. 

As aforementioned, the information about how Eriksberg work with sustainability needs to 

reach their customers. We learned from the survey that the associations Eriksberg’s customers 

made with sustainability differed, and that some were not familiar with the concept. By 

discussing how they perceive sustainability, we therefore expect that Eriksberg can help 

customers define sustainability in a way that benefits the company. This could be done using 

a channel in which the customers are able to respond to Eriksberg’s message. We have 

discussed the channels in which Eriksberg have the opportunity to maintain a two-way 

communication with their existing and potential customers, and these are mainly based on 

digital marketing, involving their webpage, social media accounts and email. Regarding social 

media we mentioned in our secondary data that Eriksberg share regular updates using their 

different accounts. Given this, we believe it would be possible for the company to incorporate 

more sustainability into the information they send out to their customers. 

If we turn to the webpage of Eriksberg, the CEO, as previously stated, considered this to be 

the largest communication channel of the company. As we noticed, however, information 

about Eriksberg’s work in sustainability was not given. If the webpage is Eriksberg’s largest 

channel, and since it already offers information on the other business areas of the company, 

focus should be put on displaying information about their sustainable business practices. This 

information would then be visible to the customers who visit the webpage to book a stay, to 

find out more about the company or to find contact information to the company. Considering 

contact information it would also be possible for Eriksberg to send out information about their 

work in sustainability through email, a channel in which, as we have discussed, the customers 

can respond.  
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7. Conclusion 
 

In this section we present the conclusions that have been drawn from our analysis. We 

subsequently answer our two research questions “how do Eriksberg’s customers perceive 

sustainability?” and “how could Eriksberg adapt their marketing to communicate their 

sustainability?”. 

Eriksberg’s customers perceive sustainability as important and are more willing to buy a good 

or a service from a company working with sustainability. Most of the customers consider 

Eriksberg to be a sustainable company but there are also those who do not know if Eriksberg 

work sustainably. We therefore conclude that the company could do more in communicating 

their sustainability.  

The most important communication channels for Eriksberg to use in their marketing are those 

in which they have the ability to maintain a two-way communication with their customers. It 

is especially in digital marketing, which includes Eriksberg’s webpage, social media and other 

online forums for customer reviews, that we identify this opportunity. Today Eriksberg 

communicate with customers through social media, both by posting company news and by 

answering reviews from their customers. We believe Eriksberg should continue working on 

this channel where the sustainability work can easily be communicated. Also, regarding 

Eriksberg’s webpage we would suggest the company to create a tab called “sustainability” 

under which they can inform customers about their sustainability work within the different 

business areas. 

When marketing their business, our suggestion would be for Eriksberg to be more specific 

about their sustainability work. When talking about the hotel, Eriksberg should mention their 

aim of keeping the power consumption low and their recycling. When talking about the 

restaurant, the company should mention the locally produced food. Lastly, when talking about 

the wildlife park they should mention the endangered animal species they help preserve, as 

well as their plan to reduce emissions from cars. In this way the customers will find out more 

about the company’s sustainability work and their sustainability concept.  
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8. Discussion 

 
 In this section we present suggestions for practices and future research, based on the 

conclusions of this thesis. We also present the limitations we have identified in the research 

we have conducted. 

In this thesis we investigated what customers think about sustainability and how a company 

can display their sustainability work through their communication channels. We also 

investigated if opinions differed between genders but found out that this was not the case. 

What we did not investigate was if differences between different age groups could be found. 

For example - do elderly people receive information from companies through other 

communication channels than youths? This is something we would suggest as an interesting 

area of future research. 

Based on the results of this thesis, we would also argue the sustainability concept could be 

further investigated within other industries, particularly where it might not be easily visible to 

consumers. For example, would companies within other sectors gain on showing their 

sustainability work more clearly? Given that the topic of sustainability has become 

increasingly discussed, a rising demand from customers within new business areas is likely. 

Considering our conclusion, we would argue companies need to realize that marketing 

communications have to be a two-way street. Using their different marketing channels 

companies have the ability to transmit information. Without the responses and feedback from 

customers, it will however be difficult to identify what demands need to be satisfied. 

Therefore, as in the case of Eriksberg, we would recommend companies to prioritize digital 

communication channels. Taking social media as an example, this channel offers the ability to 

maintain a dialogue in a forum where other customers may take notice. Regarding 

communication with customers, we also want to mention that the SD-logic demands a lot of 

resources from companies, not the least time wise. Maintaining a dialogue and building 

customer relationships differs from facilitating one-time purchases and companies thus need 

to consider if they are willing to invest in this.   
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Appendix A 

Enkätundersökning – Eriksberg Vilt & Natur AB 

 

1. Vilket år är du född? 

 

2. Vilket kön identifierar du dig som? 

 

 

 

3. Vilket län bor du i? 

 

4. Har du besökt Eriksberg tidigare? 

 

 

5. Genom vilka kanaler har du hört talas om Eriksberg? (kryssa i ett eller flera alternativ) 

 

 

 

 

 

 

 

6. Beskriv Eriksberg med tre ord. 

 

 

 

          Var vänlig vänd  

Man 

 

 

Kvinna 

 

 

Annat 

 

Ja 
 

 

Nej 

TV-reklam 
 

 

 

Radio 
 

 

Reklamskylt 
 

 

 

Sociala medier 
 

 

Bekanta 
 

 

 

Övrigt: 
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Följande frågor kopplas till begreppet hållbarhet. 

 

7. Vilka av följande ord associerar du med hållbarhet? (Kryssa i ett eller flera alternativ) 

 

 

 

 

 

8. Vilken är din huvudsakliga inställning till hållbarhet? 

 

 

 

 

 

 

 

 

9. Skulle du vara mer villig att köpa en vara eller tjänst från ett företag som arbetar med hållbarhet? 

 

 

 

 

10. Hur ställer du dig till följande påstående? ”Eriksberg är ett hållbart företag!” 

 

 

 

 

 

 

Tack för ditt deltagande! 

 

Mycket negativ 
 

 

 

Ganska negativ 
 

 

Varken negativ eller positiv 
 

 

Ganska positiv 
 

 

 

Mycket positiv 

 

 

 

 

 

 

 

Ingen åsikt 

 

 

 

 

Instämmer helt 
 

 

Instämmer delvis 
 

 

Instämmer inte alls 

 

 

 

 

 

 

 

 

 

 

Vet ej 

 

 

 

 

Ja 
 

 

Nej 

 

Ingen åsikt 

 

 

 

Ansvar 
 

 

 

Slitstarkt 

 

 

 

Natur 

 

 

Framtid 
 

 

 

Dyrt 

Miljömedvetenhet 
 

 

 

Jämlikhet 
 

 

 

Onödigt 
 

 

Djur 
 

 

Ekonomi 
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Appendix B 
Interview manuscript 

Bakgrundsfrågor 

1.  Beskriv Eriksberg med tre ord! 

2. Vilka är Eriksbergs verksamhetsområden? 

3. Har det skett några förändringar i Eriksbergs verksamhet sedan Mellby Gård köpte 

företaget 2008? (Om ja) Vilka huvudsakliga förändringar har skett? 

Hållbarhet 

4. Hur ställer du dig till följande påstående? “Eriksberg är ett hållbart företag” 

5. Hur viktigt är hållbarhet i Eriksbergs verksamhet? 

6. Hur arbetar Eriksberg med hållbarhet? 

7. Förmedlar Eriksberg hållbarhet utåt?  

8. Inom vilket av Eriksbergs verksamhetsområden arbetar ni mest med hållbarhet? På 

vilket sätt? 

9. Vilket område genomsyras minst av hållbarhet? Arbetar ni med hållbarhet inom 

(område)?  

10. Kommer arbetet med hållbarhet att förändras eller utvecklas i framtiden? 

Marknadsföring 

11. Vilka nuvarande kommunikationskanaler använder ni er av?  

12. Vilken av era kommunikationskanaler når ut till flest kunder? (Uppskattat värde) 

13. Vilken av era kommunikationskanaler skulle du säga är viktigast? 

14. Vilken av era kommunikationskanaler tillför ni mest resurser?  

15. Uppskattningsvis, hur stor del av era utgifter går till marknadsföring? 

Kunder 

16. Vilka är era kunder? (Kommer de ifrån specifika segment?)  

17. Varifrån kommer era kunder? 

18. Är era kunder återkommande? (Stor/liten grad) 

19. I snitt, hur många gånger har medelkunden har besökt er?  

20. Hur ser antalet besökare ut under årets olika månader/kvartal/årstider? 

21. Vill ni nå ut till fler kunder? 

Vi ställde tidigare en fråga där vi bad er beskriva Eriksberg med tre ord.  

22. Hur vill ni att Eriksbergs kunder ska beskriva er? 

23. Hur tror ni att Eriksbergs kunder beskriver er idag? 
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Appendix C 
 

Table 1: Results from Cone Communications/Ebiquity  global CSR study made in 2015 (Cone 

Communications, 2015) 

90% 
of the global consumers state they are more likely to trust companies that support 
social and environmental issues 

88% 
of the global consumers state they are more loyal to companies that support social and 
environmental issues 

90% 
of the consumers are likely to switch brands to one associated with a good cause given 
similar price and quality 

84% 
of the consumers consider a company’s social and environmental commitments before 
deciding what to buy or where to shop 

52% 
of the consumers assume a company is not acting responsibly until they see or hear 
evidence to prove otherwise 

64% 
of global consumers say they only pay attention to company CSR efforts if an 
organization is going above and beyond what other companies are doing 

31% 
of the consumers will reward a company for operating responsibly (e.g., by purchasing its 
products or speaking positively about it) 

19% 
of the consumers will punish a company for irresponsible behavior (e.g., by boycotting or 
speaking out agaist it) 

11% Whether or not a company operates responsibly does not affect the consumers actions 

72% 
of the consumers believe their purchases make a moderate-to-significant impact on 
social and environmental issues 

81% 
of the consumers say they would be willing to consume or purchase fewer products to 
address social or environmental issues 

80% 
of the consumers would be willing to buy a product from an unknown brand if it had 
strong social and environmental commitments 

71% 
of the consumers would be willing to pay more for a socially and environmentally 
responsible product 

89% 
of the consumers would, if given the opportunity, buy a product with a social or 
environmental benefit 

29% of the consumers believe they can have a significant positive impact through purchases 

61% 
of the global consumers report using social media to address or engage with companies 
around social and environmental issues 

34% 
of the global consumers use social media to share positive information about companies 
or issues 

30% of the global consumers use social media to learn more about topics they care about 

25% 
of the global consumers use social media to disseminate negative information about 
companies and issues 
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Appendix D 

Below the results by gender are presented. To the left the results of the female respondents are 

presented and to the right the results of the male respondents. The results in figure 9-14 are 

presented as percentage shares to give a better view of potential differences between the 

sexes. 

    

Figure 9. Survey question 4: “Have you visited Eriksberg previous to this visit?” 

    

Figure 10. Survey question 5: “Through which channels have you heard about Eriksberg?” 

    

Figure 11. Survey question 7: “Which of the following words do you associate with sustainability?” 
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Figure 12. Survey question 8: “What is your attitude towards sustainability?” 

    

Figure 13. Survey question 9: “Would you be more willing to buy a good or a service from a company 

working with sustainability?” 

    

Figure 14. Survey question 10: “Do you perceive Eriksberg as a sustainable company?” 
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